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All soc ia l changes occur because of human beings 
cul ture i s not self innovating, ideas are ao t se l f c r ea t -
ing and technology i s not se l f inventing. Somehow, some 
where, in a soc i e ty , a man breaks , however s l i g h t l y from 
t r a d i t i o n . He does some thing in a d i f fe ren t way, lie 
finds a new way or s ty l e of l i f e . He has a new idea or 
makes a new discovery, Vftien tha t happens, i t may send 
the r ipp les of new ideas i n to the ex i s t iny system of 
cul ture or may s t i r i t . 
Many wri ter on sociology and a l l i e d (technological) 
subjects are proponents of the technological theory of 
soc ia l changes. A prominent soc io log i s t William,F. Ogburn 
(1886-1956) divides cul ture i n t o two large c a t e g o r i e s . 
Material cul ture and non-material cu l tu re . He then suggest 
t h a t although changes may occur f i r s t in material cul ture 
and the non-material cu l ture accordingly has to adjust t o 
them, changes in the mater ia l cul ture are the causes of 
changes in the non-material cul ture and the l a t t e r ^ though 
i t lags behind i s always in process of adjustment to the 
former. In t h i s way technological invention i s pr imari ly 
responsible for cu l tu ra l changes. Society i s so dynamic 
tha t i t has moved frcxn home handicraft economy of self 
sufficiency i n t o a socio-economic systiem. Besides th i s 
with the passage of time man t r i e d to s a t i s fy the i r needs 
and wants through some means. As in pr imit ive t ime, s o i l 
was used for washing purposes and now i t s place has been 
taken by detergents and other devices. 
These s o c i a l , economic, cu l tu ra l and technological 
changes pose major problem t o business in general and 
mai"3ceting in p a r t i c u l a r . Hence the advancement and refine-
ment in marketing go hand in hand v/ith the advancement in 
c i v i l i z a t i o n . 
The buyers or consumer markets are get t ing more 
importance and prevai l ing a l l over the world. Marketing 
manager has t o a c t in soc i a l l y responsible manner, i f they 
want t o succeed or even survive in th i s area . 
The socio-economic environment of today i s so 
dynamic and fas t changing that the marketing s t r a t e g y , 
pol icy and planning of a firm i s influenced by d i f ferent 
c lasses of consumers vJ^ich cons t i tu te the market of the 
product. In case of marketing of consumer goods, the 
influence i s more acute . Hence in modem marketing manage-
ment, consumers are the main focus of a l l marketing 
e f f o r t s . 
Changing socio-economic environment pose many 
problems to marketing executives. In f a c t , of properly 
viewed, these problems a l so oppor tuni t ies . Marketing 
managers must endeavour to understand the complexities o£ 
consiomer behaviour and give due weightage and attention to 
what they believe more important forces acting as consumers. 
So it is very important to recognise and study the consumer 
behaviour, traits and characteristics must be identified and 
studied. 
The Indian toilet soaps and detergents market is 
primarily buyers one. Consumers have a wide range of choice 
at their disposal. Competition among manufacturers is 
increasing day by day. So it offers a wide range of oCope 
to explore the "consunter behaviour and buying pattern". 
An insight into consumer behaviour and buying pattern will 
be of immense benefit to marketers. 
CBJSCTIVE OF THE SURVEY 
AND 
HYPOTHESES 
The survey was conducted keeping in view following 
objectives and hypotheses. 
1. OB Jg^CTIVE S t 
i . To determine whether pr ice has any impact over the brand 
loya l ty or not, 
i i . To find out the most popular brand of t o i l e t soap and 
detergent . 
i i i . To find out the impact of advertisement and claims made 
in the advertisement on consumers. 
i v . To find out vAiether switching over t o other brands i s 
dependent or independent of the income group of the consu-
mers, 
V, To determine the impact of family members/ advertisement 
and s e l l e r s ' advice over the choice of a p a r t i c u l a r brand of 
t o i l e t soap and detergent . 
v i . To find out the image of the d i f fe ren t corapanices among 
the consumers, 
2, mrp omESEs: 
i . Lux is the most popular brand of t o i l e t soap in the 
market among the d i f ferent avai lable brands of t o i l e t soap. 
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i i . Buyers are loyal to t h e i r brands i r r e spec t ive of the 
p r i ce . 
i i i . Using or not using the sane brand of t o i l e t soap by 
a l l the merribers of the family i s independent of the income 
group of consumers, 
i v . The s t a t e of using or not using the t o i l e t soap and 
detergent of the same company i s independent of income group, 
V. Generally a l l the members of the family use the same 
brand of t o i l e t soap, 
v i . Bubble i s the most popular brand of detergent among 
the avai lable brands of detergents in the market. 
v i i . Advertisement i s having greater impact followed by 
family members and s e l l e r s ' advice over the choice of p a r t i -
cular brand of t o i l e t soap, 
v i i i . Consumers don ' t bel ieve in claims .made in adve r t i s e -
ment, 
ix . Family member impact i s having f rea ter impact o\er 
the choice of p a r t i c u l a r brand of detergent in comparison 
to other factors of influence l i k e advertisement and s e l l e r s ' 
advice. 
Survey design and methcxaology: 
The present survey was conducted keeping in view the 
given objectives and hypotheses for making some genera l i sa-
t ion about the buying behaviour and a t t i t u d e s and perception 
of a pa r t i cu l a r condurner p a r t i c u l a r l y towards t o i l e t soaps 
and up to some extent towards detergents in and around Aligarh 
/«nd Saharanpur town. 
The universe and saniple i 
As the t o t a l universe can not be taken for s tudy, 
a sample has been chosen to know the consumer behaviour and 
buying pa t t e rn . The present study with considerat ion of 
time and cos t i s a sample one. The broad c l a s s i f i c a t i o n of 
universe would comprise the various groups of soc i e ty , in 
which five category of society has been Included, They a r e -
1. Doctors 
2. Engineers 
3. Teachers 
4. Government employees 
5. Businessmen. 
The category of teachers include University teachers 
who are associated with various faculties, qualified physi-
cians/ engineers who are employed as teachers in this 
university, as well as teachers of degree colleges and 
intermediate school of Aligarh and Saharanpur city. The 
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b\|3inessiinen category includes small t raders and big t raders . 
The government servants includes those v*io are employed in 
various government departments of Aligarh and iSaharanpur c i t y . 
The doctors category includes p r ac t i t i one r s (independent 
p r a c t i t i o n e r s ) as well as those v^o are employed In J,N.M.C. 
hospi ta l^ Government hosp i t a l and Gandhi Kye Hospital i. The 
engineers category includes both employed in s t a t e s and 
cen t ra l government offices as well as in the i n d u s t r i a l 
e s t a t e in Aligarh. 
In marketing s tudies the conclusions can properly 
be inferred from the sample ra ther than from the census of 
e i t h e r vAiole or t±ie t a rge t population. During and adminis-
t r a t i on of survey problems are faced a t two s tages . 
1. Before making the ac tua l survey and measurement when the 
researcher wants t o specify the number of population un i t s 
tha t are e i the r (a) so few as t o render the r i s k of 
sampling er ror in to le rab ly la rger or (b) too many, which 
would be ine f f i c i en t . 
2. After the measurement have been made from the processing 
of the primary or the secondary data obtained from many 
sources/ v*ien researcher wants to judge e i the r how large 
the sampling e r ror might be and whether to accept the 
data or no t , i t s ostensible implication about the 
hypotheses. 
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It was intended that the size of the sample should 
be 225 to be selected from all sections of universe category. 
It was not possible to apply strictly the technique of random 
sampling due to many constraints, important being, shortage of 
time at the disposal of researcher and lack of financial 
resources. The selection was therefore made on the basis of 
convenient sampling. Every effort was taXen to keep the 
sample fairly representative and without the personal bias 
of researcher and other distributors of questionnaire during 
their distribution. 
Survey procedure and methodology: 
The survey was made with the help of a suitable 
questionnaire which has been designed to collect information 
relevant to this study. It was made clear at the outset of 
questionnaire that s^ urvey had only academic purpose and the 
facts revealed by the respondents will be kept strictly 
aonfidentlal. In order to get unbiased answers or to get 
the answer to the nearest posoible accuracy, the questions 
were kept very brief simple and understanding. Moreover 
alternative categories of respones to questions (aided 
technique) were used to narrow down fluctuations in responses. 
A total number of 225 questionnaire were issued the responses 
were received from 174 personJ distributed as follows. 
DISTRIBUTION OF RESPQWaES ACCORDING TO PROFESSIONAL CATEGORY 
No No % % of all 
contacted responding respond- responses 
ing 
1. Doctors 
2. Engineers 
3. Teachers 
4. Government 
employee 
5. Businessmen 
Tota l 
30 
35 
65 
50 
45 
225 
20 
24 
62 
40 
28 
174 
66.67 
68.57 
95.38 
80,00 
62,22 
11.49 
13,79 
35.63 
22,99 
16.09 
100, 00 
I t may be seen from the t a b l e t h a t h i g h e s t c o - o p e r a t i o n 
\fas r ece ived from t e a c h e r s . In comparison to o t h e r s ^ s b u s i -
nessmen were p a r t i c u l a r l y l e s s r e spons ive as only 62.22 
p e r c e n t responses were a v a i l a b l e . This may be due t o the 
l ack of t h e i r a p p r e c i a t i o n of the va lues of t h i s kind of 
survey . 
The reason behind such s e l e c t i o n i s t o b r ing a 
comparat ive s tudy of behav iou ra l p a t t e r n of consumers of 
d i f f e r e n t economic and s o c i a l s e t up. 
Difficulties faced ; 
It is very difficult to get the information from 
the respondents. Mos t of the respondents tried to evade on 
the pretext of the lack of time^ But they were repeatedly 
contacted/ on this ixiany did not return the questionnaire at 
all. During survey discussion held with the respondents 
revealed that quiet a few respondents were aware from the 
real understanding and concept of the questionnaire and 
survey. Uuiet a few respondents reacted by not cooperating 
at all. 
Uue 31i onna ir e de s ign: 
A questionnaire is simply a formalised set of 
questions for eliciting information. It represents the most 
common form of measurement in marketing research. 
A. questionnaire can be used to measure-
1. Behaviour 
2 . Demographic c h a r a c t e r i s t i c s 
3. Level of knowledge 
4. A t t i t u d e s and op in ions . 
All four areas are frequently measured by questio-
nnaire and of ten 0*7) the same questionnaire. Three type of 
errors are influenced by the questionnaire itself. 
1, Surrogate information error can be a problem if the 
researcher has not clearly defined the type of information 
needed to solve the rianageraent problem. However, this is 
generally a problem in specifying a research problem rather 
than in designing the questionnaire, 
2, The questionnaire design can affect the question rate, 
both the overall instrument and specific items on the ques-
tionnaire, 
3, The most critical item in questionnaire construction 
is measurement error. 
Obviously questionnaire construction is of critical 
importance, only in rare cases sampling error produces 
distortion. Thus questionnaire design remains very much an 
art. However, a sound questionnaire designing depends 
on common sense, concern for respondent, a clear concept of 
needed information and through pretesting. Prior to 
constructing the actual questionnaire, the researcher 
must know exactly what information is to be collected from 
which respondents by what techniques. 
" Consumer behaviour and buying pattern for toilet soap 
and detergent" 
Dear respondent. 
The questionnaire attached herewith is a part of 
the study. The survey is undertaken purely for academic 
enlightenment. Your co-operation is great significance in 
determining the vvaladity of the conclusions derived from. 
I trust you will contribute in tlr^j project by giving your 
unreserved response to the questions listed here. The 
information supplied will be used as strictly confidential. 
Yours faithfully, 
(Khursheed Alam) 
Deptt, of Business Administration 
A, H. U. , Aligarh 
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PART 
Q. 1. Which brand of toilet soap do you purchase for use 7 
ii. 2, To what extent are you iTlfluenced by the follovdng 
sources of information in the purchase of toilet soap? 
Please put a tick mark (v^) 
i . 
il. 
iii. 
Family members 
Adve rtiaement 
Seller's advice 
ML 
( 
( 
( 
ich 
) 
) 
) 
Not much 
( ) 
( 
( 
) 
) 
Not 
( 
( 
( 
at all 
) 
) 
) 
Q. 3. For how long have you been using this brand? 
please put a tick mark ('^ ) 
i. Below 6 months 
ii. 1 - 2 years 
iii. 2 - 3 years 
iv, 3 - 4 years 
V, 4 - 5 years 
vi. Above 5 years 
U. 4« To what extent does the price of toilet soap affect 
the choice of your brand? Please put a tick mark i^) 
against the relevant category. 
i . 
ii. 
iii. 
iv. 
V, 
Very much 
Much 
Not at all 
Little 
Very little 
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Q. 5, What do you feel about the claims made in advertise-
ments? They are-
i. Truthful 
ii. Some what truthful 
iii. Neither truthful nor mis~ 
leading 
iv. Somev*iat misleading 
V, Totally misleading 
Q. 6, Have you ever changed your brand? Please put a tick 
mark ( ). 
i. Yes ( ) 
ii. No ( ) 
If yes please put a tick mark ( ) against the most important 
cause given below. 
i. Increase in price ( ) 
ii. Temporary shortage ( ) 
iii. Knowledge of better brand ( ) 
iv. Lowering in quality ( ) 
V. Any other (Please specify) ( ) «« 
U.7. How many family members do you have in your family? 
Q.8. Do other members of your family use fihe same brand which 
w4feh you use? 
i. All ( ) 
ii. Some ( ) 
iii. None ( ) 
PART II 
Q. 9, Do you use detergent? Please put a tick mark {'^ ) 
1. Yes 
ii. No 
I£ yes- which detergent do you use? please name 
Q. 10, Do you know which o£ the following companies manu-
facture the bes t detergent? 
i , Hindustan Lever Limited 
i i , Tata Oil Mill Company 
i i i , Swastik 
iv , Godrej 
V, Goraraal Hirirara 
v i . Any other (Please specify) 
Q, 11, To what extent are influenced by the following sources 
of information in purchase of detergents? 
i . Family members 
i i . Advertisement 
i i i . S e l l e r ' s advice 
Much 
( ) 
( ) 
( ) 
Not 
( 
( 
( 
much 
) 
) 
) 
Not at all 
( ) 
( ) 
( ) 
i2 
Foliovdng information supplied by you would be very helpful 
in f i n a l analysis and i n t e rp re t a t i on of da t a , please go 
ahead. 
A. To which age group do you belong 
i . Under 20 years 
i i . 20 - 23 years 
i i i . 25 - 30 years 
i v . 3 0 - 3 5 years 
V. 35 - 40 years 
v i . Above 40 years 
B. Education level 
C. Profession 
i. Doctor (M/F) 
ii, i:.ngineer (M/F) 
iii. Teacher (M/F) 
iv. Govt, employee 
V, Businessman 
i, Belov/ Rs, 1000 
ii. Rs, looo - 1500 
iii. Rs, 1500 - 2000 
iv. Rs, 2000 - 2500 
V. Rs. 2500 - 3000 
vi Rs, 3000 - 3500 
vii. Above Rs, 3500 
(M/F) 
(M/F) 
Thank you 
h 
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Out of 174 respondents, 17,24 percent reported lifebuoy 
as their favourite brand, while 1,15 percent Raindrop, 5,75 
percent O.K. , 12,64 percent Hamara, 2,87 pfcrcont Ria, 10,92 
percent Rexona, 7,47 percent Pears, 6,9 percent Lux Supreme, 
2,3 percent Liril, 2,3 percent Moti, 1,15 percent Dettol, 
2,3 percent Cinthol, 2,3 percent Margo and 24,71 percent Lux, 
In the income group belov; Rs, 1000, l6,67 percent use 
life buoy, 8,33 percent use O.K., 16,67 percent use i-lamam, 
8,33 percent Ria, 16,67 percent Rexona, 8,33 percent Lux 
Sunreme and 25 percent use Lux. 
In tlie income group Rs, 1000-1500, 22,22 percent use 
lifebuoy, 3,33 percent O.K., 16,67 percent Hamam, 13,89 per-
cent Rexona, 8,33 percent Pears, 8,33 percent Lux Juprerae and 
22.23 percent use Lux, 
In the income group Rs, 1500-2000* 15 percent use 
Lifebuoy, 5 percent Raindrop, 5 percent fl).K. , 20 percent 
Haraam, 5 percent Lux juprerae, 5 percent Liril, 5 percent Moti, 
5 percent Margo and 35 percent use Lux, 
IS 
In the income group Rs, 20OO-2500, 18,75 percent use 
Lifebyou, 6.25 percent O.K., 12»5 percent Rexona, 12,5 percent 
Pears , 6.25 percent Liix 3uprerne, 6,25 percent L i r i l , 6,25 
percent Moti, 12.5 percent Cinthol and 18,75 percent use Lux, 
In the income group Rs, 2500-3000, 20 percent use 
Rexona, 20 percent Lux Supreme, 20 percent de t to l and 40 
percent use Lux. 
In the income group Rs, 3000-3500, 20 percent use 
l i f e ^ o y , 20 percent Hamam, 20 percent rexona, 20 percent 
pears and 20 percent use Lux. 
In the income group above Rs, 3500, 20 percent use 
Lifebuoy, 20 percent Ria , 40 percent Pears and 20 percent 
use Margo. 
Refer to table 6 in appendices 
Of the t o t a l respondents 6,32 percent are continuously 
using the i r brand for l e s s than 6 months, 8,05 percent reported 
tha t tiney are continuing with the same brand for more than 
1 year bu t l e s s than 2 years , 3,45 percent respondents were 
continuing with the same brand for more than 2 years but l e s s 
than 3 years , 6,23 percent were found using the same brand 
for mora than 3 years but l e s s than 4 y e a r s , 3,45 percent 
respondents were continuing v/ith the i r brand for more than 
4 years but l e s s than 5 years while 72,41 percent respondents 
were found using the saine brand more than 5 years . 
Ik 
Refer_tq tab le 7_ In .appendices-
Doctors i-
Further breakup of data on the bas i s of profession 
3hov/3 t h a t 40 percent of doctors were conxJ-nuing with the 
same brand for more than 1 year but l e s s than 2 years , 10 
percent doctors for more than 3 years but l e s s than 4 years 
and 50 percent doctors were using the same brand for more 
than 5 years. 
16,67 percent engineers were found using the same 
brand for moi® than 1 year but l e s s than 2 yea r s , 16,67 percent 
engineers for more than 2 years but l e s s than 3 y e a r s , 8,33 
percent engineers for more than 4 years bu t l e ss than 5 years 
and 58,33 percent were gound using the same brand for more 
than 5 years. 
Businessmeni 
/ I , 4 3 percent businessmen were found using the same 
brand for below 6 months, 7,14 percent were continuing with 
the same brand for more than 1 year but l e s s than 2 years , 
14.2 9 percent for more than 3 years but l e s s tljan 4 years , 
7,14 percent businessmen were continuing with the Sdme brand 
for more than 4 years bu t l e s s than 5 years and 50 percent 
have been found continuing with the i r brand for more than 5 
years . 
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TeaCher3 i 
3,23 percent teachers have beenfound continuing with 
the same brand of t o i l e t soap for more than 3 years but l e s s 
than 4 years , 3.23 percent for more than 4 years but l e s s 
than 5 years and 93,55 percent were found continuing with the 
same brand for more than 5 years . 
45, 45 percent governnvant employees were found con t i -
nuing with the same brand for below 6 months, 45,46 percent 
for more than 3 years bu t l e s s than 4 years and 23,83 percent 
were found continuing with th^ same brand of t o i l e t soap for 
more than 5 years . 
Further breakup of data shows tha t 11,11 percent 
respondents were continuing with t h e i r brand for more than 
3 years but l e s s than 4 yea r s , 5,56 percent for more than 4 
years bu t l e s s than 5 years and 83,33 percent have been found 
using withtheir brand for mor^ than 5 years . These a l l 
respondents were in the income group below Rs, 1000, In the 
income group Rs. 1000-1500* 13,89 percent were using t he i r 
brand for more than one year but l e s s than 2 years and 86,11 
percent were found using theiir brand more than 5 years. In tne 
income group Rs, 1500-2000, 20 percent respondents were 
using the i r brand for below 6 months. 7,5 percent for more 
than 1 year but less than 2 yea r s , lo percent for more than 
15 
2 years but less than 3 years, 2,5 percent for more than 
3 years but less than 4 years, 5 percent for more than 
4 years but less than 5 years and 55 percent have been found 
using their brand more than 5 years. In the Income group 
Rs, 200O-2500# 6,25 percent were continuing with their brand 
for more than 1 year but less than 2 years, 6»25 percent for 
more than 2 years but less than 3 years, 18«,75 percent for 
more than 3 years but less than 4 years and 68,75 percent 
have been found using their brand above 5 years. In the 
income group Rs, 2500-3000, 30 percent reported that they 
have been using the same brand for less than 6 montns, 20 
percent fox more than one year but less than 2 years and 
50 percent were found using their brand above 5 years. In 
the income group Rs, 3000-3500, 20 percent reported that 
they have been using the same brand for more than 4 years but 
less than 5 years and 80 percent above 5 years. In the income 
group above Rs, 3500, 20 percent were found continuing with 
their brand for more than one year but less than 2 years 
and 80 percent above 5 years, 
4, 'ItjWhat extent does the price of toilete affect the choice 
of your brand 
Refer to table 8 in appendices-
Out of 174 respondents 6,32 percent accepted that 
the price of different brands of toilet soaps very much 
affected the choice of a particular brand, 20,69 percent 
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accepted much# 21,84 percent reported tha t did not exer t 
any influence over the choice of a p a r t i c u l a r brand, 35,63 
percent mentioned tha t pr ice exer t l i t t l e influence over 
them while se lec t ing a p a r t i c u l a r brand of t o i l e t soap and 
15,52 percent accepted tha t pr ice affected very l i t t l e while 
se lec t ing a pa r t i cu la r brand of t o i l e t soap. 
Income wise ana lys is 
Further break up of data shows tha t in the income 
group below Rs, lOOO, 16,67 percent f e l t the very much 
impact of pr ice over the choice of a pa r t i cu l a r brand of 
t o i l e t soap, 25 percent f e l t much, 8,33 percent were not 
influenced a t a l l by the impact of p r i c e , 33,33 percent 
f e l l l i t t l e impact and l6,67 percent reported t h a t they 
were very l i t t l e influenced by the impact of p r i c e . 
In the inccHne group Rs, 1000-1500, 8,33 percent 
respondents reported t h a t they were very much affected by 
the pr ice over the choice of a p a r t i c u l a r brand of t o i l e t 
soap, 25 percent affected much, 8,33 percent were not affected 
a t a l l , 16,67 percent f e l t l i t t l e impact of pr ice and 41,67 
percent f e l t very l i t t l e impact of pr ice over the choice of 
a pa r t i cu l a r brand of t o i l e t soap. 
In the income group Rs,1500-Rs,2000, 5 percent 
accepted tha t they \nrere very much affected by pr ice while 
se lec t ing a pa r t i cu l a r brand of t o i l e t soap, 5 percent 
%o 
reported much influence, 25 percent were not affected at all, 
60 percent got little influence and 5 percent were very 
little influenced by price over the choice of a particular 
brand of toilet soap. 
In the inccxne group Rs, 2000-Rs, 2500, 31.25 percent 
respondents reported that they got much impact of price over 
the choice of a particular brand of toilet soap, 25 percent 
accepted that they were not affected at all, 31,25 percent 
acce-nted little influence and 12,5 percent were very little 
influenced by price. 
In the income group Rs 2500-Rs 3000, 20 percent 
respondents felt much impact of price over the choice of a 
particular brand of toilet soap, 40 percent were not affected 
at all, while 40 percent got little impact of price over the 
choice of a particular brand of toilet soap. 
In the income group Rs,3000 - Rs,3500, 20 percent 
respondents reported that they were much influenced by the 
price over the choice of a particular brand of toilet soap, 
40 percent were not affected at all and 40 percent felt 
little Impact of price over the choice of a particular brand 
of toilet soap. 
In the inccsne group above Rs, 3500, 20 percent respon-
dents reported that they were much influenced by the price 
over the choice of a particular brand of toilet soap, 60 
percent reported they were not influenced at all and 20 per-
cent accepted little influence. 
2i 
Product wise ana lys is - Refer to table 9 in appendices; 
Lifebuoy { 10 percent of l ifebuoy users got very impact of 
pr ice over the choice of brand of t o i l e t soap, 33,33 percent 
much, 10 percent not a t a l l , 20 percent l i t t l e and 26,67 
percent respondents reported tha t they were very l i t t l e 
influenced by the pr ice over the choice of a pa r t i cu l a r brand 
of t o i l e t soap, 
fiaindrop i Al l the raindrop users were not influenced a t a l l 
by the pr ice of the t o i l e t soap, 
Oj_K. 1 40 percent of the O.K. users reported tha t they were 
very much influenced by the p r i c e , 30 percent much, 20 percent 
l i t t l e and 10 percent got very l i t t l e impact of p r i c e , while 
no respondent reported t h a t he was not influenced a t a l l by 
the p r i ce , 
Hamam t 13,64 percent respondents of the Hamam users 
reported t h a t they were very much influenced by the pr ice 
over the choice of a p a r t i c u l a r brand of t o i l e t soap, 27,27 
percent reported much, 59,1 percent l i t t l e and no respondent 
reported t h a t pr ice exercised any af fec t over them tha t 
means they were not affected a t a l l . 
Ria t 40 percent of Ria users reported tha t they were much 
influenced by the pr ice of t o i l e t soap, 40 percent l i t t l e 
and 20 percent mentioned tha t pr ice did not exercise any 
impact over them. 
2^ 
Rexona s 10,53 percent of Rexona users reported much in f lu -
ence of p r i c e , 21,05 percent were not affected a t a l l , 52,63 
percent l i t t l e and 15,79 percent respondents got very l i t t l e 
impact of p r i c e , while no respondent regarding very much 
influence. 
Pears J 30.73 percent pears users f e l t much impact of pr ice 
38,46 percent l i t t l e , 15,38 percent very l i t t l e and 15,38 
percent were not affected a t a l l , 
Moti i 50 percent of Moti users reported l i t t l e impact 
of pr ice over than v^ i le se lec t ing a p a r t i c u l a r brand of 
t o i l e t soap and 50 percent told tha t pr ice did not exercise 
any influence over them while se lec t ing a pa r t i cu l a r brand 
of t o i l e t soap. No body was very much influenced by p r i ce , 
I i i r l l t 50 percent L i r i l users told tJnat they were l i t t l e 
affected by the pr ice of t o i l e t soap, 25 percent reported very 
l i t t l e inf luence , 25 percent were not affected a t a l l and no 
respondent reported regarding very much influence of p r i ce . 
Lux : 2,33 percent of Lux users f e l t very much influence 
of pr ice over the select ion of pa r t i cu l a r brand of t o i l e t , 
soap, 16,28 percent reported much impact, 27,91 percent l i t t l e , 
16.28 percent reported very l i t t l e impact and 37.21 percent 
were of the view tha t pr ice did not exercise any af fec t over 
the choice of a pa r t i cu l a r brand of t o i l e t soap. 
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5, What do you feel about the claims made in advertisements-
Refer to table 10 in ajpgendices: 
Out o£ 174 respondents 15,52 percent bel ieve tha t edbaima 
claims made in advertisements are t r u t h f u l , 55,17 percent 
bel ieve as sane what t r u t h f u l , 22,41 percent as ne i ther t r u t h -
ful nor misleading/ 5,75 percent as somewhat misleading and 
1, 15 Jjelieve t h a t slaims made in advertiseiiients are t o t a l l y 
misleading. 
Truthful I 
Of the t o t a l respondents who bel ieve tha t claims 
made in advertisement are t r u t h f u l , 11,11 percent belonged 
to the income gcoup belov; Rs. lOOO, 44,44 percent belonged 
to the income group Rs,1000-1500, 7,41 percent belonged to 
the income group Rs,lbOO-2000, 14,81 percent belonged t o the 
income group Rs, 2000-2500, 7,41 percent belonged to the 
income group Rs,2500-3000* 7,41 percent belonged to the 
income group Rs, 3000-3500 and 7,41 percent belonged to the 
income group above Rs,3500, 
Some what t ru thfu l s 
Of the t o t a l respondents who bel ieve th^ t claims 
made in advertisement are some what t r u t h f u l , 21,88 percent 
belonged to the income group below Rs, lOOO, 21,88 percent 
in the income group Rs,1000-lbOO, 27.08 percent in the income 
2h 
group Rs, 150O-2000, 16.67 p e r c e n t i n the income group 
Rs .2000-2500, 6.25 p e r c e n t i n the income group Rs ,2500-3000, 
2 ,08 p e r c e n t i n the income group Rs. 3000-3500 and 4*17 p e r -
c e n t were i n the income group above Rs. 3500* 
^gA!^^£_-!^.^!^^^¥^ PQ^ mis lead ing J 
Of the t o t a l respondents who b e l i e v e t h a t c la ims 
made i n adver t i semen t s a r e n e i t h e r t r u t h f u l nor mis leading^ 
30,77 p e r c e n t were i n the income group below Rs, 1000, 7,7 
p e r c e n t i n the income group Rs .1000-1500, 20,51 p e r c e n t i n 
the income group Rs. 1500-2000, 30.77 p e r c e n t in the income 
group Rs, 2000-2 500, 5,13 jgjercent i n the income group 
Rs,3000-3500 and 5, 13 p e r c e n t i n the income group above 
Rs. 3500, 
Somewhat m i s l e a d i n g : 
Of the t o t a l r esponden ts who b e l i e v e t h a t c la ims 
made i n adver t i sement a r e somewhat m i s l e a d i n g , 20 p e r c e n t 
belonged t o the income group Rs. 1500-2000, 20 p e r c e n t t o 
the income group Rs,250O-3000, 40 p e r c e n t t o the income group 
Rs, 300Q-3500 and 20 p e r c e n t t o the income group above 
Rs,3500, 
A l l the respondents who r e p o r t e d t h a t c la ims made in 
adver t i sement a r e t o t a l l y mis leading were in the income group 
Rs. 1500-2000, 
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7, I lave you ,_,gyg,£-gfr.^ n,ged Y.our brand : 
Out of 174 r e s p o n d e n t s , 73,56 p e r c e n t respondents 
r e p o r t e d t h a t t hey had changed t h e i r brand while 26,44 p e r -
cen t r e p o r t e d t h a t they had n o t changed t h e i r b rand . 
Of the t o t a l respondents ^fk\o have changed t h e i r b r a n d , 
18,75 p e r c e n t belonged t o the income group belovv R3.IOOO, 
23,44 p e r c e n t t o the income group Rs, 1000-1500, 23,44 p e r c e n t 
t o the income group Rs, 1500-2000, 20 ,31 p e r c e n t t o the income 
group Rs. 2000~2500, 6,25 p e r c e n t t o the income group Rs ,2500-
3000, 4,69 p e r c e n t t o the income group Rs, 3000-3500 and 3,13 
p e r c e n t t o the income group above Rs,3500, 
Of the t o t a l respondents who have no t changed t h e i r 
b r a n d , 26,09 p e r c e n t were i n the income group below Rs, 100©, 
13,04 p e r c e n t i n the income group Rs, 1000-1500, 21,74 p e r c e n t 
i n the income group Rs ,1500-2000, 13,04 p e r c e n t i n the income 
group Rs,2000-2500, 4,35 p e r c e n t i n the income group R3,2500-
3000, 8,7 p e r c e n t i n the income group Rs,3OO0-3500 and 13,04 
p e r c e n t in the income group above Rs,3500, 
Income group below Rs ,1000: 
66, 67 p e r c e n t of respondents have changed t h e i r brand 
i n t h i s ca tegory of income group while 33,33 p e r c e n t have n o t 
changed t h e i r brand. 
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RS^OOO;2i§.22 
83,33 p e r c e n t respondents r e p o r t e d t h a t they have 
changed t h e i r brand while 16,67 pepor ted t h a t they have n o t 
changed t h e i r brand, 
liS.t.i§.22i.2022 
75 p e r c e n t of respondents changed t h e i r brand while 
25 p e r c e n t dec l ined t o change t h e i r brand, 
KSj_2000^25go 
81,25 p e r c e n t respondents r e p o r t e d t h a t theyhave 
changed t h e i r brand while 18,75 p e r c e n t r e p o r t e d t h a t they 
have n o t changed t h e i r brand , 
R3g_250O^3000 
80 p e r c e n t respondents i n t h i s ca t ego ry of income group 
r e p o r t e d t h a t they have n o t changed t h e i r brand while 20 
p e r c e n t acc;epted t h a t they have changed t h e i r brand. 
^2i.2,222z2^22_ 
60 percent respondents in this category of income 
group have changed their while 40 percent have not changed. 
l&2XS,_££t-^^22 
40 percent respondents reported that they had changed 
their brand while 60 percent had not changed their brand. 
^v 
Out of 174 respondents 128 reported that they had 
changed the i r brand, of the t o t a l respondents who accepted 
tha t they had changed the i r brand, 7,03 percent changed their 
brand due to increase in p r i c e , 25,78 percent due to temporary 
shor tage , 39.06 percent due to knowledge of b e t t e r brand, 
22,66 percent due to lowering in qua l i ty and 5,47 percent 
changed the i r brand under the influence of other causes. 
Further break-up of data shows: 
In^crea^se in jgr ice s 
Of the t o t a l respondents who changed the i r brand due 
to increase in p r i c e , 33,33 percent belonged to the income 
group Rs,1000-1500, 22,22 percent belonged t o the income group 
Rs, 2000-250Qa, 22,22 percent t o the income group Rs,2500-3000 
and 22,23 belonged t o the income group Rs,3000-3500, There 
was not a s ingle respondent in the income groups above 
Rs. 3500, Rs,1500-2O0O and below Rs,1000, 
Temporary shortage s 
Of the t o t a l respondents who changed the i r brand due 
to temporary shortagi:^, 36,36 percent were in the income group 
below Rs, 1000, 27,28 percent in the income group Rs,1000-1500, 
2 4,24 percent in the income group Rs, 150O-2000, 6,06 percent 
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i n the income group Rs, 300O-3500 and 6.06 p e r c e n t i n the income 
group above Rs, 3500, 
Knowledge of b e t t e r b r a n d : 
0£ the t o t a l respondents vi*io changed t h e i r brand due 
t o the 3cnowledge of b e t t e r brandy 1,8 p e r c e n t belonged t o the 
income groui^ below Rs, 1000^ 30 p e r c e n t t o the income group 
Rs, 1000-1500, 24 p e r c e n t t o the income group Rs,1500-2000, 
16 p e r c e n t t o the income group Rs, 200O-2500, 4 p e r c e n t t o 
the income group Rs.2500-3000, 4 p e r c e n t t o the income group 
Rs, 3000-3500 and 4 p e r c e n t t o the income group above Rs,3500, 
Of the t o t a l respondents who changed t h e i r brand due 
t o lowering i n q u a l i t y , 10,35 p e r c e n t were i n the income group 
below Rs, 1000, 34,48 p e r c e n t i n the income groun Rs, 1500-2000, 
41,38 p e r c e n t i n t h e income group Rs, 2000-2500 and 13,79 p e r -
cen t i n the income group Rs, 2500-3000, There was no respon-
dent i n the income groups Rs, 1000-1500, Rs, 3000-3500 and above 
Rs, 3500. 
0 ther_cause s : 
Of the t o t a l respondents who changed t h e i r brand due 
t o o the r c a u s e s , 42,86 p e r c e n t were i n the incoine group 
Rs. 1000-1500, 57,14 p e r c e n t i n the income group Rs,2000-2500 
while there was no responcfent i n the r e s t of the income groups . 
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Of the t o t a l respondents who have changed t h e i r brand 
In the income group below Rs, lOOO^ 50 percent changed due to 
temporary shortage^ 37.5 percent due to knowledge of be t t e r 
brand and 12,5 percent because of lowering in qua l i ty . No 
respondent changed h i s brand due to increase in p r i ce . 
Income group Rs,1000~1500s 
Of the t o t a l respondents who have changed the i r brand 
in the income group group Rs,1000-1500, 10 percent changed 
t h e i r brand due to increase in p r i c e , 30 percent due to tempo-
ra ry shor tage, 50 percent due to knowledge of b e t t e r brand 
and lo percent due to other reasons , there was not a s ingle 
respondent in lowering in qua l i ty category. 
Income group Rs^1500-2000: 
Of the t o t a l respondents who changed t h e i r brand in 
the income group Rs, 1500-2000, 26,67 percent due to temporary 
shor tage , 40 percent due to knowledge of b e t t e r brand and 33,33 
percent respondents changed thei r brand due to lowering in 
qua l i ty . There was not a s ingle respondent who changed the 
brand due to increase in p r i ce . 
Income group, fis* 2000-2^500: 
Of the t o t a l respondents who changed their brand in 
the income group Rs. 2000-2500, 7,69 percent Changed due to 
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increase in price, 30,78 percent due to knowledge of better 
brand, 46,15 percent due to lovi?ering in quality while no 
respondent changed the brand due to temporary shortage. 
Income _2rou£_RSj_±.§.9l9:il222 * 
In thi3 income group 25 percent respondents changed 
their brand due to increase in price, 25 percent due to 
Knowledge of better brand and 50 percent due to lowering in 
quality. 
Income group Rs.3OOOx3500: 
Of the total respondents who changed their brand in 
this income group, 22,23 percent responaents changed their 
brand due to increase in price, 33,33 percent due to tempo-
rary shortage and 33,33 percent due to knowledge of better 
brand while there was no respondent in lowering in quality 
category. 
Income group above Rg.3500: 
50 percent respondents in this income group changed 
their brand due to temporary shortage and 50 percent due to 
knowledge of better brand. There v/as no respondent who 
changed his brand due to increase in price and lowering in 
quality. 
3i 
7, How man^_£aifilly_inember3 do Yo^^^^ J-n your familY: 
Analyses of the composit ion of the f ami l i e s of 
respondents shows t h a t 13,22 p e r c e n t of the f ami l i e s of r e s -
pondents comprised of l e s s than 4 members, 58,05 p e r c e n t 
f a m i l i e s comprised of 4 or more than 4 b u t l e s s than 6 members 
and 28,74 p e r c e n t f a m i l i e s comprised of more than 6 members, 
2^0U_U3£ : 
^^tgy—!^^ ^^ •'-^  ^^ ^^ appendices 
60,92 p e r c e n t of responden ts r e p o r t e d t h a t a l l the 
members of the family were us ing the same brand which they 
use while 39,08 p e r c e n t r e p o r t e d t h a t some of the family 
members were us ing the same brand vSiich they use . No r e spon-
den t r e p o r t e d none. 
Income wise b reakup : 
Income group belqw Rs, 1000: 
In t h i s incon^ g roup , 58,33 p e r c e n t r e p o r t e d t h a t a l l 
the family members were us ing the same brand which they use 
while 41,67 p e r c e n t r epor ted t h a t some of the family members 
were us ing the same brand v^iich they u s e . 
R 3 ^ _10OO;-1.500: 
In t h i s income group , 75 p e r c e n t respondents r epo r t ed 
t h a t a l l the family members were using the same brand vdnich 
they use v i i i le 25 p e r c e n t r epor ted same. 
32, 
Rs^500_--__2000 t 
60 percent resnondents reported all while 40 percent 
respondents reported that some of the family members were 
using the same brand which they use. 
^§.t,-2222_r.-.25oo 
In this income group^ 62,5 percent respondents 
reported all the family members were using the same brand 
which they use while 37,5 percent reported same, 
Rs^ __2500_-__3000 : 
60 percent respondents reported that all the family 
members were using the same brand which they use while 40 
percent reported some of the family members were using the 
same. 
Rs, 3000 -> 3500 
In this income group, 40 percent respondents reported 
that all were using the same brand which they use while 60 
percent reported same, 
^k2Y^J^5^3^22 
In this income group 40 percent respondents reported 
that all the family members were using the same brand which 
they use while 60 percent reported some of the family 
numbers were using the same brand. 
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Further_brea]k:_up of da ta shows: 
A l l I 
The respondents whose a l l t he family members were 
us ing the same brandy 19,81 p e r c e n t belonged t o the income 
group below Rs, l000# 23,47 p e r c e n t t o the income group 
Rs,lO0O-1500# 22.64 p e r c e n t t o t h e income group Rs,1500-2000, 
18,87 p e r c e n t t o the income group Rs,2000-2500, 5,66 p e r c e n t t o 
the income group Rs. 2500-3000, 3,78 p e r c e n t t o the income 
group Rs, 3000-3500, and 3,77 p e r c e n t t o the income group 
above Rs. 3500. 
gome i 
The respondents who r epo r t ed t h a t some of t h e i r 
family members were us ing the same brand which they u s e , 
22 ,06 p e r c e n t responden ts were i n the income group belov/ 
Rs, 1000, 13,2 4 p e r c e n t i n the income group Rs, 1000-1500, 
2 3.53 p e r c e n t on t h e income group Rs, 1500-2000, 17,65 p e r -
c e n t i n the income group Rs ,2000-2500, 5,88 p e r c e n t i n the 
income group Rs, 25OO-30O0, 8,82 p e r c e n t i n the income group 
Rs, 3000-3500 and 8, 82 p e r c e n t responden ts were i n the income 
group above Rs,3500, 
^'S^2.£_£:2-.£i^iS._i5_i2;_'a££endices 
Of the t o t a l respondents 90,8 p e r c e n t r epo r t ed t h a t 
they use d e t e r g e n t while 9,2 p e r c e n t r e p o r t e d t h a t they d o n ' t 
use d e t e r g e n t . 
3^ 
Further breakup __pf da ta shows-
In the inccMxie group below Rs, lOOO, SI, 67 percent 
use detergent while 8,33 percent do not use^ In the income 
group Rs, 1000-1500, 51,67 percent use and 8,33 percent do 
not use , in the income group Es,1500-2 000, 85 percent use 
and 15 percent do not use . Al l the respondents reported tha t 
they use de tergent , they were in the income groups Rs,2000-
2500, Rs,2500-3000, Rs,3000-3500, in the income group above 
Rs, 3500, 66 percent responaents acuepted t h a t they use de te r -
gent while 40 percent reported t h a t they do not use detergent . 
If yes- which detergent do you use? 
Out o£ 158 respondents, 47,47 percent respondents 
reported Rin as the i r favourite brand, 24,05 percent reported 
dubble, 17.72 percent reported surf powder, 3,16 percent 
reported rub , 1,27 percent reported b i z , 2,53 percent reported 
Key and 3,8 percent respondents reported det as the i r 
favourite detergent brand. 
lO, Do you know which o£ the following companies manufacture 
the bes t detergent? 
Of the t o t a l respondents , 53,45 percent respondents 
reported tha t Hindustan Lever Limited i s the bes t detergent 
manufacturing company, 31,03 percent reported Tata Oil Mills 
Company as the b e s t , 5,75 percent reported iJwastik, S,77 
percent reported Godrej as the bes t while no respondent men-
tioned Gorainal Alar i ram as the be s t detergent manufacruring 
company. 
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H^£^ ll^ -^'^ £--j^ '"HP_9.^ -4^ _^gQ-.^ ^^  basis of profession shows 
Doctors -
55 percent doctors reported Hindustan Lever Limited 
as the best detergent manufacturing company and 45 percent 
reported Tata Oil Mil Company. 
En gineers -
50 percent engineers reported Hindustan Lever Limited 
as the best detergent manufacturing company, 25 percent 
reported TOMCO, and 25 percent reported Godrej as the best. 
Teachers -
64,52 percent teachers reported Hindustan Lever 
Limited as the be s t detergent manufacturing company, 22,58 
percent reported Tata Oil Mill Company, 3.23 percent reported 
Swastik and 9,68 percent reported Godrej as the bes t de te r -
gent manufacturing company. 
Government SmplqYee -
45 percent government, employee reported Hindustan 
Lever as the bes t detergent manufacturinc, company, 42,5 
percent reported Tata Oil Mill Company, 10 percent reported 
Swastik, and 2,5 percent reported Godrej as tha bes t de te r -
gent manufacturing company. 
36 
Susines^smen -
12. 90 percent businessnien reported Hindustan iiever 
Limi tad as the bes t detergent manufacturing company, 14, 81 
percent reported Tata Oil Mill Company, 40 percent reported 
:3wastik and 2 3, b3 percent reported GodrejJ as the bes t de te r -
gent manufacturing company, 
10, Company awareness -
Refer to table 19^ijn jajpp_endices 
Out of 158 pespondents, 24,68 percent i . e . 39 r e s -
pondents use the products of one company but reported other 
companies as the bes t detergent nanufacturing companies, 
25,64 percent respondents use surf bu t they reported 
Tata o i l mil l company as the bes t detergent manufacturing 
company, 28,21 percent respondents use r i n and reported Tata 
o i l mil l company as the b a s t , 12,82 percent use Rub and 
reported TOMCO as the b e s t , 12,82 percent use surf and 
reported GodreJ as the best one, 5,13 percent use r i n and 
reported ^wastik as the b e s t , 15.38 percent use dubble and 
reported Hindustan Lever Limited as the bes t cfetergent 
manufacturing company, 
66,67 percent respondents, out of 39 respondents, 
reported Tata o i l mi l l company as the bes t detergent manu-
facturing company while they use the products manufactured 
by other companies. 
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MARKJITING IJ^'IPLICATIOMS 
The old age phiiosphy of Indian market, and concept 
of "hard soiling" which was basically concerned with the 
sellers market is fastly changing into buyers marXet, 
Indian firms are now becoming consumer conscious and consu-
mer oriented. 
To cope with this situation a manufacturer of toilet 
aoano and detergents should judge their product policy and 
marketing strategies from consumer point of view. As the 
marketing environment changes fastly and prevails differently 
over different regions and geographical areas^ so it absolu-
tely essential to prune ana revise all the related policies 
and strategies, 3o in this tough competitive environment 
the prinary task of the organisation is to (fetermine target 
market's raeeds, wants and values and finally develop such 
policies and strategies which could be commensurated with 
the related environment and deliver the desired satisfaction 
more effectively. In other words the organisation must know, 
how to produce better offers to the target market more effec-
tively than its competitors. They must keep a constant vigil 
o-ser the changing needs / preferences and interests of the 
0,8 
consumers ana revise and improve the offers to the target 
market accordingly, 
1, The mission of organisation is to satisfy a desired set 
of consumers, which must be thoroughly defined from different 
point of views, having specific needs and wants, 
2, In order to determine, identify and knov/ of these needs 
and wants there should be an active and integrated programme 
of marketing research. 
3, The consumers loyalty, patronage and favourable attitude 
can be achieved only when the company satisfy the consumers 
effectively. Besides the interpretation and conclusions 
already drawn in the text of the report, it is found that 
income has no effect over the choice of a brand of toilet 
soap. 
Ad ye r ti s ing -
Advert-ising is one of the most, important variable of 
marketing mix, operating in constantly changing environment. 
It plays a more significant role about the brand judgement, 
A percentage of people is quiet conscious towards advertise-
ment of toilet soap an^ -. detergent. Mostly the consumers are 
influenced by family members. The advertisement conscious 
people are the indirect sources of information for those who 
more rely OP the information of family members. Hence, a 
systematic pattern should be developed to know the various 
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general characteristies and habits of the advertisement 
conscious people^ so that a more relevant and comprehensive 
and effective advertisement could be develop. 
Retailers influence -
Retailer influence is found to have a little influence 
over the purchasing decision of consumers. But, hoviever, 
they should be motivated. They should maintain stocks so 
that goods are available when required by the consumers. 
They are the best tools who can pasj information about the 
brands to consumers and back to producers. Hence the retailers 
should be well motivated. 
ContinuitY of supply -
The continuity of supply play an important role in 
brand preference. The study shows that a considerable per-
centage of consumers have changed their respective brand 
mainly due to temporary shortage. At least in the case of 
toilet soap and detergent, consumer can not wait till his 
brand is available. 
Besides this, there is an ample ^LoP-e.. of the toilet 
soap and detergent in India, Under rural development pro-
gramme, the efforts are being made by the government for the 
betterment of rural people by providing electricity, water 
and education. Hence more and more people are entering into 
new domestic life by learning and after attaining satisfactory 
L\o 
financial conditions. So it is very remote possibility of 
the earlier death of any brand once it is accepted by the 
consumers. The very obvious examples are of lifebuoy, 
Hamam etc, 
3o intensive distribution system may create a great 
boon for the acceptance of the nroduct. Apart from the 
problems involved in estimating the exteinial changing market 
forces affecting sales (e.g. competitive activity^ economic 
climace, customer attitudes, trade pattern and governinent 
controls and policy) a marketer has to take into account 
the wide range of forces it can bring to bear in order to 
influence buying decisions. 
mrPOTi-ihiSEs 
TWISTING 
^1 
(1) Lux i s the most popular brand of t o i l e t soap in the 
market among the avai lable brands of t o i l e t soap. 
Of the t o t a l sample 24,71 respondents were lux users 
17,24 percent lifebuoy u s e r s , 1,15 percent raindrop u s e r s , 
5,75 percent O.K. u se r s , 12,65 percent Hainam use r s , 2,87 
percent Ria u s e r s , 10,92 percent rexona u s e r s , 7,47 percent 
pears u s e r s , 6,9 percent Lux supreme u s e r s , 2,3 percent l i r i l 
u s e r s , 2,3 percent Motl u s e r s , 1,15 percent de t to l u s e r s , 
2.3 percent c inthol users and 2,3 percent Margo users . 
Further break up of data a l so s t rength on th i s 
be l i e f , with refrence t o table 2 in appendices shows tha t 
Lux i s the most popular brand in comparison to other brands 
of t o i l e t soap avai lable in the market. I t i s equally 
popular in d i f fe ren t incoaie groups, of the t o t a l respondents 
belonging to the income group l e s s than Rs,lOOO, 20,93 percent 
were found using Lux, 18,6 percent were found using t h i s 
brand in the income group Rs, 100O-1500, 32,65 percent in the 
income group Rs, 1500-2000<, l 3 , 95 percent in the inco«\e group 
Rs, 2000-2500, 9,3 percent in the income group Rs, 2500-3000, 
4,65 percent were found using lux in the income group Rs,3000-
3500, Lux was not very popular in the income group above 
Rs, 3500. 
l^Q, 
Profession wise break up of data shows same pa t te rn 
except in two cases. Lux was not found to be much 
popular in case doctors and businessmen. 
Hence the conclusion drawn by these figures i s tha t 
Lux i s the most popular brand among the ava i lab le brand of 
toRlet soap in the market. 
Hence the hypothesis stands l i s t e d and proved, 
(2) Buyers are loyal to the i r brands i r respec t ive t o the 
pr ice -
Of the t o t a l sample 6,32 percent respondents were 
very much influenced by the impact of p r i c e , 20,69 percent 
were much influenced, 35,63 percent l i t t l e , 15,52 percent 
very l i t t l e and 21,82 percent were not influenced a t a l l by 
the impact of pr ice over the choice of a pa r t i cu l a r brand 
of t o i l e t soap, . Secondly out of 174 respondents, 73»56 
percent accepted that they have changed the i r brand. But 
out of them who have changed only 7,03 percent changed the i r 
brand due to increase in p r ice and 92,97 percent shif ted to 
other brands because of other reason^ as temporary shortage, 
knowledge of be t t e r brand, lowering in qua l i ty and some 
other causes. Thus i t can be concluded tha t only those 
respondents ^^o have reported very much influence of pr ice 
i . e . 6.23 percent shif ted to other brands as tJie percentage 
iii 
o£ shifters to other brands because o£ increase in price 
was 7.03 percent. By and large other respondents, who 
reported much, very little, and little influence of price 
were stuck to their old brands. 
This analysis shov/s that v*iila the feeling of price 
exist among the consuiners and they are sensetive towards the 
price but they are loyal to their brands in some-way. 
It can be concluded that buyers are loyal to their 
brands irrespective of price. Hence the hypothesis stands 
tested and proved, 
3, Using or not using the same brand of toilet soap by all 
members of family is independent of the income group of 
consumers. 
Observed frequency-
Income group All use the Some 'use None use Total 
same brand the saxne the same 
brand brand 
36 
36 
40 
32 
10 
10 
10 
174 
Below Rs,lOOO 
Rs. 1000-.1500 
Rs, 1500-2000 
Rs,2000-2500 
RS.2 500-3000 
Rs.3000-3500 
Above Rs.350O 
Total 
21 
27 
24 
20 
6 
4 
4 
106 
15 
9 
16 
12 
4 
6 
6 
68 
-SSEected^frecjuenc^ -
i^^ 
Income g roup 
Below R s , 1000 
K3. 1000-1500 
R s . 1 5 0 0 - 2 0 0 0 
RS.2O0O-2500 
R s , 2 5 0 0 - 3 0 0 0 
R s . 3 0 0 0 - 3 5 0 0 
Above R s . 3500 
A l l U33 t h e 
sarae brand 
21.93 
21.93 
2 4,37 
19.49 
6.10 
6. 10 
6.10 
Some use t h e 
same brand 
14,07 
14,09 
15.63 
12.50 
3,90 
3,90 
3.90 
None use 
the same 
brand 
-
-
-
-
-
-
•> 
1 -
( 2 1 - 2 1 . 9 3 2 ^ ^27;;21. 9 3 ) ^ ( 2 4 - 2 4 , 3 7 ) ^ ( 2 0 - 1 9 , 4 9 ) ^ 
21793 " 21793 24737 19749 
( 6 - 6 . 1 0 ) ^ ( 4 - 6 . 1 0 ) ^ (4-64.10)^ ( 1 5 - 1 4 . 0 7 ) ^ . 
""6710 "6710 6 , 1 0 """14707 
C9-I4 t .07)^ . ( I 6 ; i l 5 . 6 3 ) ^ ( 1 2 - 1 2 , 5 0 ) ^ ^ 4 - 3 . 9 0 ) ^ 
"14707 "15763 " 1 2 , 5 0 "3790 
( 4 - 3 . 9 0 ) ^ ( 4 - 3 . 9 0 ) ^ 
" 3 7 9 0 " " 3 7 9 0 " 
. 0 3 9 + 1.172 + . 0 0 5 + . 0 1 3 + , 0 0 1 + . 7 2 2 + , 7 2 2 + 
. 0 6 1 + 1.826 + . 0 0 8 + . 0 2 + . 0 0 2 + 1. 13 + 1.13 
6 . 8 5 1 
^ ^ 
Degree of freedom « ( f - 1) (e - 1) 
= (7 - 1) (3 - 1) = 1 2 
Degree of freedom = 12 
•Y = ( c r i t i c a l value) » 21,026 
'X = (calculated value) = 6.851 
Hence the calculated value o£ i s l e ss than the table 
value hence the hypothesis i s accepted. 
Ll6 
4. The s t a t e of uoing or not using the t o i l e t soap and 
detergent of the same coranany is independent of income 
group. 
APPLYING CHI-dOUARil TE3T 
Observed d a t a -
Income g r o u p 
Below lOOO 
R s , 100(5-1500 
R s . 1500-2000 
R s , 2 0 0 0 - 2 5 0 0 
R s , 2 5 0 0 - 3 0 0 0 
R s , 3 0 0 0 - 3 5 0 0 
Above Ra,3500 
Of t h e same 
company 
15 
12 
8 
14 
4 
4 
2 
Not of t h e same 
company 
18 
2 1 
2 6 
18 
6 
6 
4 
T o t 
33 
33 
34 
32 
10 
10 
6 
Total 
Income group 
Below Rs. 1000 
Rs,1000-1500 
Rs, 1500-2000 
Rs.2000-2500 
Rs. 2500-3000 
Rs, 3000-3500 
Above Rs.3500 
59 99 158 
Of t h e same 
company 
12.32 
12.32 
12 .7 
11 ,95 
3 .73 
3 ,73 
2 . 2 4 
Not of t he same 
company 
2 0 , 6 8 
2 0 . 6 8 
2 1 . 3 0 
2 0 . 05 
6 ,27 
6 .27 
3 .76 
^7 
>- " E 
( 1 5 - 1 2 . 3 2 ) ^ (12-12^32 ) \ (8 -12^7 ) \ (14-11^95 ) ^ . 
12 ,32 12,32"" "^  ""1277 ' ~ " l l , 9 5 -
( 4 - 3 ^ 7 3 ) ^ ( 4 ^ 3 ^ 7 3 ) ^ . (2;:i2j^24)^. Cl8: :20^68)^. 
"3773" ' 3 .73 2 . 2 4 " ' ' 20768 
( 2 1 - 2 0 ^ 8 ) ^ ^ C26-21^30)^ UQ-^O^Ob)^ ^6-6^.27)^. 
•"20768 "" 2 1 , 3 0 ~ 20705 ""6* 27"" 
(§-§«-27)^^ (4-3^7,6)^ 
6 .27 3 .76 
» . 5 8 2 + , 0 0 8 + 1,739 + , 3 5 1 + , Ol9 + , 0 l 9 + , 0 2 5 + 
, 3 4 7 + , 0 0 4 + 1,037 + , 2 0 9 + , O l l + , 0 1 5 
;)C = 4.377 
Degree of f reedom « ( x ~ 1) (e - 1) 
= (7 ~ 1) (2 - 1) 
«= 6 
"-£ =• ( c r i t i c a l v a l u e 4 = 12 ,592 
HL 3 ( c a l c u l a t e d v a l u e )= 4 ,377 
S i n c e t h e c a l c u l a t e d v a l u e of i s l e s s t h a n t h e t a b l e v a l u e 
hence t h e h y p o t h e s i s i s a c c e p t e d . 
L,8 
5, Generally a l l the members of the family use the same 
brand of t o i l e t soap. 
With refrence to table 14 in the appendices of the 
t o t a l respondent^/ 60.92 percent reported tha t other meaibers 
of the family use the same brand of t o i l e t soap v>iiich they 
use. 
Income wise breakup of data further re inforce t h i s 
be l ie f . Hence the hypothesis i s proved and accepted, 
6, Bubble i s the most popular brand of detergent among the 
ava i lab le brands of detergents in the market. 
Of the t o t a l sample 47,47 percent were the r i n u se r s , 
2 4,05 percent dubble u s e r s , 17,72 percent surf powder u s e r s , 
3,16 percent rub u s e r s , 1,72 percent b i ^ u se r s , 2,53 percent 
key u s e r s , 3,8 percent det users . Hence the hypothesis i s 
r e jec ted . 
Further break-up o£ data a l so strengthen t h i s be l ie f 
or inference with refrence to table 16 in appendices, dubble 
i s not the most popular brand incomparison to offer brands 
as the popular i ty of r i n i s comparatively more in d i f fe ren t 
income groups. 
0£ the t o t a l respondents belonging to the income 
group less than Rs. looo, 36,68 percent were found using 
dubble incomparisonof 20 percent Rin, In the income group 
^9 
Rs, 1000-1500^ 7.89 percent were found using dubble in 
comparison of 2 4 percent of R±n, In the income groups 
Rs, 1500-2000^ 31.58 percent were found using Dubble in 
comparison of 24 percent of Rin, In the income group 
Rs, 2000-2500, 15.79 percent were found using Dubble while 
18,87 percent were using Rin, In the income group R3,2500-
3000, 10,53 percent were found using Dubble incomparison 
of 5,33 percent of Rin. In the income group Rs.3000-3500 
5,27 percent v/ere found using Dubble while 2,67 percent 
were using Rin. In the income group above Rs,3500, 5,26 
percent were found using Dubble incomparison of 5,33 percent 
of Rin. 
I t i s i n t e r e s t i ng tha t in high income groups popula-
r i t y of Dubble i s seeming to surpass to tha t of Rin. Hence 
the conclusion warranted by these figures i s tha t Dubble i s 
not the most popular brand of detergent among the ava i lab le 
brands of detergent in the market. 
The hypothesis tha t Dubble i s the most popular brand 
ot detergent among ttie avai lable brand of detergents in the 
market i s re jec ted . 
7, Advertisement i s having greater impact followed by family 
members and s e l l e r s ' advice over the choice of pa r t i cu l a r 
brand of t o i l e t soap. 
50 
I n o r d e r t o t e s t t h i s h y p o t h e s i s we have t o r a n k 
t h e s e f a c t o r s of i n f l u e n c e i n d e s c e n d i n g o r d e r , 
A- I n f l u e n c e of a d v e r t i s e m e n t o v e r t h e c h o i c e of a b r a n d 
of t o i l e t s o a p , 
I n c o m e / I n f l u e n c e Much 
g roup 
Below R s , 1 0 0 0 4 
R s , 1 0 0 0 - 1 5 0 0 3 
R s . 1500-2000 4 
Rs , 2000-2500 6 
R s . 2 5 0 0 - 3 0 0 0 4 
R s . 3 0 0 0 - 3 5 0 0 2 
Above R s . 3500 5 
T o t a l 2 8 99 47 
Of 174 respondents, 28 were much influenced by the 
advertisement over the choice of a particular brand of toilet 
soap while 99 v/ere not much influenced and 47 felt no impact 
of advertisement over the choice of a particular brand of 
toilet soap. 
We assign a score 2 for much influence, 1 for less influence 
and zero for no influence. 
Total seore = 2 (28) + 1(99) + 0(47) 
56 + 99 4 O 
Total score = 15b 
ot much 
6 
27 
36 
16 
4 
6 
4 
Not at all 
24 
5 
4 
10 
2 
2 
M 
5i 
Mean Score « 155/174 
« ,89 
B- Influence of family members over the choice of a brand 
of toilet soap. 
Income group/ 
Degree if influence 
Below Rs. 1000 
Rs,1000-1500 
Rs. lbOO-2000 
Rs,2000-2500 
Rs. 2500-3000 
Rs.300O-350O 
Above Rs.3500 
Total 88 46 40 
Of the 174 r e sponden t s / 88 respondents (12 i n the 
income group below Rs, iOOO, 24 i n the income group Rs ,1000-
1500, 18 i n the income group Rs, 1500-20O0, 18 i n the incomti 
group Rs,2000-2500, 6 i n the income group Rs,2500-3000, & 
i n the income group Rs, 3000-3500 and 4 i n the income group 
above Rs,3500 were much in f luenced by family members over 
the choice of a brand of t o i l e t soap, 
46 respondents were n o t much inf luenced and 40 r e s -
pondents f e l t no Impact of family members over the choice 
luch 
12 
2 4 
18 
18 
6 
6 
4 
Not much 
12 
6 
10 
8 
4 
& 
2 
Not a t a l l 
14 
7 
7 
7 
« 
-
5 
^ ^ 
o£ a particular brand of toilet soap. -Again we assign a 
score 2 for much influence 1 for not much influence and 
zero for no influence. 
Total score = 2(88) + 1(46) + 0(40) 
= 176 + 4 6 + 0 
To ta l score = 222 
Mean score = 222/174 
Mean score = 1,2 8 
C. Influence of sellers' advice over the choice of a 
particular brand of toilet soap. 
Income group/ ^^^^ 
Degree of incluenee 
Below lOOO 3 
Rs. 1000-1500 
Rs. 1500-2000 
Rs, 200O-2500 3 
Rs. 2500-3000 
R3,30O0-35OO 2 
Above Rs,3500 -
Total 8 50 116 
ot much 
6 
12 
12 
8 
8 
2 
2 
Not at all 
27 
24 
29 
20 
2 
6 
8 
53' 
Of 174 respondents, 8 were much influenced by the sellers* 
advice over the particular choice of toilet soap while 
50 respondents were not much influenced and 116 respondents 
felt no impact of sellers' advice over the choice of a 
particular brand of toilet soap. 
Again in the similar way we assign 2 for much 
influence^ 1 for not much influence and zero for no influence, 
Total score r= 2(8) + 1(50) 0 (116) 
= 16 + 5 0 + 0 
= 66 
Mean score = 66/174 
Mean score ts ,38 
Inference -
Mean score for influence of family members » 1,28 
Mean score for influence of advertisement = ,89 
I^an score for influence of s e l l e r s ' advice » ,38 
Of the three factors of influence (family members, adver t i se -
ment, s e l l e r s advice ) the mean score of family members i s 
highest and i s equal to 1,28. 
Ffence the hypothesis i s re jec ted . 
5^  
Therefore the hypothesis can be modified as follows. 
Family members advice i s having greater impact followed 
by advertisement and s e l l e r s ' advice over the choice of 
a p a r t i c u l a r brand of t o i l e t soap, 
8, Consumers don ' t bel ieve in claims mediam advertisement. 
With refrence to table 10 in appendices, the study 
shows tha t of the t o t a l respon<fent3, 15,52 pex-cent believe 
tha t claimo made in advertisen^^nt are t r u t h f u l , 55,17 per-
cent bel ieve as some what t r u t h f u l , 22,4 percent as neither 
txUthful nor misleading, 5,27 percent as somewhat misleading 
and 1, 15 percent as t o t a l l y misleading. We may take the 
responses l ike t ru thful and somewhat t ru thfu l as a sign of 
bel ieving in claims made in advertisement. I t comes out 
to be 70,69 percent. Th^t means 70,69 percent resr^ontiJnts, 
in some way, bel ieve in ttie claims made in advertisement, 
Kence we can conclude tha t consumers bel ieve in advertisement. 
Therefore the hypothesia i s r e jec ted . 
9. Family members advice i s having greater impact over the 
choice of pa r t i cu l a r brand of detergent in comparison to 
other factors of incluence l ike advertisement and s e l l e r s ' 
advice. 
For t es t ing th i s hypothesis we analyse each of the 
factor of influence separate ly . 
5B 
luch 
12 
2 1 
26 
24 
6 
2 
2 
Not much 
12 
9 
6 
6 
-
8 
4 
Not a t a l l 
9 
3 
2 
2 
-
-
,^  
A- Influence of family members over the choice of a brand 
of detergent. 
Income group/ 
Degree of influence 
Below Rs. 1000 
Rs. 1000-1500 
Rs.1500-2000 
Rs.2000-2500 
Rs.2500©-3000 
Rs.3000-3500 
Above Rs. 3500 
Total 93 45 16 
Of the 158 respondents vflio use detergents / 93 were much 
influenced by family members over the choice of a pa r t i cu -
l a r brand of de te rgent , 45 respondents were not much in f lu -
enced and 16 f e l t no influence o£ family members over the 
choice of a pa r t i cu l a r brand of detergent . 
We assign the score 2 for much influence 1 for less influence 
and zero for no influence. 
Total score = 2(93) + 1(45) + 0(46) 
» 186 + 45 
Total score » 231 
Mean score = 231/158 - 1,46 
5-^  
B. I n f l u e n c e of a d v e r t i s e m e n t over t h e c h o i c e of a p a r t i -
c u l a r b r a n d of d e t e r g e n t . 
Income g r o u p / 
Degree i n f l u e n c e 
Below Rs.lOOO 
R s . 1 0 0 0 - 1 5 0 0 
R s , 1 5 0 0 - 2 0 0 0 
RS.200O-250O 
R s . 2 5 0 0 - 3 0 0 0 
R s . 3 0 0 0 - 3 5 0 0 
Rbpve R s , 3 5 0 0 
LCh 
9 
3 
4 
4 
6 
2 
4 
Not much 
15 
24 
26 
18 
6 
8 
2 
Not a t a l l 
12 
6 
4 
10 
2 
-
• M * 
T o t a l 32 99 32 
Of the 158 pespondents who use detergent, 32 respondents 
were much influenced by the advertisement over the choice 
of a particular brand of detergent, 99 respondents were not 
much influenced and 32 respondents were not influenced at 
all by the advertisement over the choice of a particular 
brand of detergent. 
Assigning the score 2 for much influence, 1 for not mudri 
influence and zero for no influence. 
Total score = 2(32) + 1(99) + 0(32) 
» 64 4 99 « 163 
Mean score » 163/158 - 1.03 
57 
C. Influence of sellers • advice over the choice of a parti-
cular brand of detergent. 
Income group/ 
Degree of influence 
Below Rs,1000 
Rs.1000-1500 
Rs. 1500-2000 
Rs, 2000-2500 
Rs. 2500-3000 
Rs, 3O00«-350O 
Above Rs,3500 
Total 
Much Not much NAt at all 
-
3 
2 
4 
-
2 
M 
12 
15 
10 
8 
4 
4 
•• 
18 
15 
22 
20 
6 
4 
6 
11 53 91 
Of 158 respondents who use de tergent , 11 were much influenced, 
53 viere no t much influenced and 91 respondents f e l t no 
influence of family numbers over the clrioice of a pa r t i cu l a r 
brand of detergent . 
Again we assign a score 2 for much influence 1 for not 
much influence and zero for no influence. 
Total score « 2(11) + 1(53) + 0(91) 
» 2 2 + 5 3 
Total score = 75 
^tean score = 75/158 = 47 
5& 
Inference -
Mean score for influence of fatrd.ly members = 1,46 
Mean score for the influence of advertisements 1,03 
Mean score for the influence of sellers' advice = ,47 
Of the three factors of influence (family members advertise-
ment, sellers' advice), the mean score of family members 
is highest and is equal to 1,46 
Hence the hypothesis is accepted. 
Notes-
i. All figures in percentages, 
ii. Figure in right hand corner are hori-
zontal percentages and those in the 
left hand corner are vertical percen-
tage. 
i±i. Total may not agree due to approximation 
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TABUS 9 
VKRY MUCH MUCH NOT AT LITTL£ VLRY 
ALli LITTLji 
LIFEBUOY 10 3 3 , 3 3 1 0 2 0 2 6 . 6 7 lOO 
2 7 , 2 7 2 7 , 7 8 7 , 8 9 9 , 6 8 2 9 , 6 3 
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1 3 . 6 4 2 7 . 2 7 
2 7 . 2 7 1 6 . 6 7 
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2 0 l O 100 
3 . 2 3 3 . 7 
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